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DELIVERING ON PASSION 
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29 Apr 2015 
 
Focus on your audience’s desire and motivations, and deliver your product’s unique proposition 
with every interaction on social media 
In 2010, American Express started what has become an annual shopping event called Small 
Business Saturday in America. Held after the traditional Thanksgiving shopping period, Small 
Business Saturday encourages holiday shoppers to give business to local brick-and-mortar 
shops. The initiative was widely publicised on social media, and its success has even spawned a 
UK version in 2013. 
“It’s not selling American Express – it’s selling small businesses solutions and helping them 
achieve all their objectives,” explains Simon Kemp of social marketing agency, We Are Social. 
“By doing that, they are giving people a reason to have a conversation with American Express. 
By giving people something of value that they can talk about, you increase the chances of them 
sharing with their friends, and eventually of them coming to you to ask about the things you want 
to share in the first place.” 
FOCUS ON DESIRES, NOT PLATFORMS 
Speaking at the recent SMU Centre of Marketing Excellence event ‘From mistakes to masters: 
Managing social media to add real value’, Kemp pointed out the reason why people participate 
on social media: interacting with people that they care about. However, marketers some forget 
about this basic fact when running a social media marketing campaign. 
“If you start by going, ‘I want to achieve x on Facebook’, you’re already going about it the wrong 
way,” Kemp warns. “Build your strategy around people’s passions and needs, not the social 
platform. Just because it can do video doesn’t mean you should. Know the ‘why’ before you get 
to that ‘what’ and ‘how’.” 
To illustrate his point, Kemp gave the example of Bintang beer on Instagram. A quick search for 
the beverage on the picture-posting app invariably brings forth a beer bottle in the following 
settings: at a beach; next to bare feet on a table in a rustic café; in a tree house. In short, Kemp 
says, it screams one thing: I’m on vacation, and you are not. 
“The posting of those picture is natural behavior,” says Kemp, “nobody’s asked them to do it. If 
this is natural behavior, then there must be a motivation for them to do so: they want a great 
photo to show they are on holiday. 
“We were approached to set up an Instagram account for Bintang beer, but we told them there 
was no need to because they would be competing with everybody else who are already talking 
about them. So we said, ‘Why not create a series of limited edition packaging, be they cans or 
bottles, so that people have new things to take pictures of. It worked because the audience gets 
what they were looking for i.e. new bits of content for their posts.” 
SELLING THE PROPOSITION 
Those limited edition bottles are not only a source of content on social media, it is also a 
mechanism to increase sales. However, marketers should remember: consumers aren’t just 
buying the physical product. 
“Marketers often get obsessed with the products that we sell, and we forget that people are 
buying the proposition and the benefits. People don’t buy shampoo, they buy glossy hair, 
confidence, and looking good on a date. 
“If you can find a way to deliver that proposition through every interaction instead of every 
transaction, then people have a reason to seek the brand out and have a relationship with it. 
Once you have a relationship, it’s easier to talk about the things you care about because people 
are more willing to listen.” 
Listening is a two-way street. What people post on social media reveals a lot about them, Kemp 
says. When people post pictures of lunch, for example, the following things can be observed: 
 Is the person eating alone or with someone else? With how many people (if the pictures 
often include multiple dishes, this person might be very sociable)?; 
 Is the setting in a bar? Fast food restaurant? Posh restaurant? This suggests 
income/wealth level; 
 What kinds of beverages do people have to go with their food? Paying attention to this 
opens up possibility of selling a certain kind of beverage to go with certain kinds of food. 
The possibilities for a creative social marketing campaign are endless, but Kemp urges 
marketers to keep their eyes on the big picture. 
“Don’t get hung up creating content, it’s the conversation that has value. If the content has value, 
social media may not be the best place to start. Social media does conversations better than 
anybody else, so let’s start with that.” 
 
